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INTRODUCTION
The growth in online banking has augmented the service interaction options available to consumers. It has made banking fl exible and customized, where the consumers themselves are participants in service delivery and management. In India, with poor technological infrastructure and connectivity problems, online banking is looked upon with scepticism. Consumers are wary of the online banking services as it may entail fi nancial losses, loss of confi dential personal information and procedural delays. Their fears are not without justifi cation, as poor technology infrastructure coupled with frequent disruptions in telecommunication networks makes online banking a challenge. The behavioural factors may further aggravate the concerns regarding technology acceptance of Indian consumers.
In past few years, there has been an increasing trend towards acceptance of technology for service dissemination. Durkin 1 states that there are increasing number of consumers interacting with the banks through remote channels. Online banking is poised to change the nature of banking in developing countries. India has large young consumers who are technology savvy and prefer the Internet for transactions. This may be considered a driving factor infl uencing the acceptance of online banking. The diffusion of new technologies with user-friendly service models is expected to improve the banking services. 2 The adoption of Internet-based models for transactions has led to ' virtualization ' , and affects the bank and consumer relationships. 3 Byers and Lederer 4 opine that consumer ' s preferences, attitudes and motives are governing factors for developing service delivery options. Technology helps in standardizing banking services 5 and reducing operating costs. 6 The use of technology in serving consumers effi ciently not only reduces transactional costs, but also improves consumer services. 7, 8 Consumers expect personalized, error-free and fl exible services, and online banking promises to make banking convenient and hassle-free. 9 Our research aimed at understanding the role of consumers ' personality attributes in the use of online banking services. We adapted the constructs used by Pikkarainen et al 10 for the online banking service attributes and the personality traits constructs developed by Aaker. 11 The purpose was to decipher the role of Indian consumers ' personality in online banking behaviour. Our research results indicate that personality plays an important role in evaluating and assessing the various online banking attributes, and different personality types are infl uenced by different aspects of online banking. The online banking behaviour is infl uenced by attributes like ease of use, security, privacy, usefulness, amount of information and perceived enjoyment. 10 This article focuses on the issue of online banking in India, which is considered one of the top emerging markets in the world. Although the western world is familiar with online banking, Indian consumers are still wary of this method of doing banking. This research paper sheds light on what kind of Indian consumer is open to using online banking services. The fi ndings help create a profi le of the new generation of Indian consumers who would be willing to move from face-to-face interaction to the more private and individualized online banking service. Results can be interpreted in different ways to target consumers for adopting online banking while it helps researchers see the changing profi le of future consumers in one of the fastest growing economies of the world.
CONCEPTUAL FRAMEWORK

Online banking and consumer personality
Banking sector in the last two decades has witnessed a change and has rapidly accepted technology as a vehicle to deliver consumer services. However, the use of technology is dependent on numerous factors, personality of the individual being one of them. Technology is considered to help in facilitating effi cient consumer services at lower cost. 6 -8 There has been much research in the adoption of online banking in developing countries and consumer perceptions about its functionality in making banking convenient and fl exible. 10,2,9,12 -18 The psychological and demographic characteristics affect consumers ' acceptance of innovations. 19 Adoption of modern technologies depends on consumer personal characteristics, as not all consumers adopt innovations at the same time. 20 Citrin et al 21 demonstrate that adoption depends on the perceived risk and consumer receptivity towards the online medium. Moon and Kim 22 state that the acceptance of new technology will differ according to the users and in the context it will be used. Technology Acceptance Model (TAM) proposed by Davis et al 23 suggests that use of technology depends on ease of use and its perceived usefulness by the consumers. TAM can be used to predict consumers ' acceptance of technology. 24 -27 Technological innovation can pose a threat and risk to consumers by appearing complex to comprehend, and not easy to use. 28, 29 Research on acceptance of technology fi nds a strong relationship with consumers ' evaluation of it being useful, ease of use, privacy and accessibility. 14,23,30 -32 Individual differences play an important role in the adoption of technology and are the core motivations to consumers ' behaviour. 33, 34 Davis et al 23 suggest that individuals ' internal psychological constructs are important in adoption of technology, and also infl uence the external factors. The consumers ' use of technology is largely infl uenced by psychological factors like personality, 35, 36 consumers ' innovativeness characteristics 13,37 -39 and need for interpersonal interactions and relationships. 40, 41 Consumers ' willingness to take risk in online banking has been attributed to consumers ' personal characteristics, 15,37,39,42 -44 and is linked with personality traits like consumers ' innovativeness. Use of online banking eliminates the interaction with the service staff, and thus it may be perceived by some consumers as risky. 45 In fi nancial services, the consumers prefer to be reassured about the transaction and may value face-to-face interactions. 46 Online banking involves risk-taking behaviour as it appears wrought with considerable uncertainty. 44 Ranaweera et al , 47 in their research on online shopping and consumer satisfaction, suggest that personality of consumers play an important role in online purchase intentions.
Consumer personality is supposed to infl uence not only the behavioural intentions, but also the consumer evaluations about products and brands. 48, 49 Landon 50 states that consumers show interest in products that are consistent with their personality and self-concept. Azoulay and Kapferer 51 defi ne personality as a clear construct that is dissimilar to the cognitive construct, skills and capabilities. Personality traits are inferred by individual ' s physical characteristics, attitudes, values and behaviour. 52 Aaker 11 advocated that consumers ' personality affects their evaluation of brands, and the choice of product is based on the congruency consumers feel with the product and their own personal characteristics. Consumers seek image-congruence in their purchase decisions 53 -55 as the choices are mirror to their personality.
We extended the individual ' s personality traits 11 to the online banking scenario. Individuals ' personalities would refl ect their attitudes and perceptions about online banking. Research on adoption of online banking has investigated different individual personality dimensions like self-effi cacy and use of technology; 56, 57 consumer innovativeness trait 19, 39 and cultural differences may affect the consumers ' ability to take risk. 58
Online banking functional attributes
Online banking has gained prominence owing to the fl exibility, convenience and hassle-free banking solutions it promises. It is supposed to facilitate convenient transactions and easy accessibility to information. 2, 13, 59, 60 Technology has improved the service quality and encounters, 61 and consumers can have direct access to online banking from home, workplace, or any other place at their leisure. 62 Malone et al 63 state that the Internet has not only brought cost savings to the companies, but has also enhanced communication with the consumers. Research highlights the benefi ts of online banking in terms of cost savings, customization, consumer satisfaction and effi cient marketing, 64,65 improved service 65, 66 and perceived usefulness. 67, 68 In an online setting, the consumer actively participates in the transactions 69 and acts as a co-producer in the service delivery. 70 Research suggests that the potential use of technology in boosting profi tability through improved consumer interaction and service are the driving forces behind online banking. 2,71 -75 Technology is perceived by companies as a strategy that enables them to differentiate themselves from the competitors 76 and facilitates in improving their relationships with consumers. 77 Online banking has gained importance in the last few decades 10 as it makes banking convenient to the consumers. 9 Liao et al 78 in their study on online banking have suggested attributes like ease of use, image, compatibility, willingness and opportunity to explore online banking as factors encouraging online transactions. Jayawardhena 79 posits that consumers ' acceptance of online banking is dependent on features like accessibility, website interface and navigability, trust, attention, and credibility of the bank.
We had adapted the questionnaire from the research conducted by Pikkarainen et al 10 on online banking. Their research fi ndings identifi ed fi ve attributes for online bankingthe perceived usefulness, security and privacy, perceived usefulness, amount of information, and enjoyment. We divided the constructs under the same sub-scales as followed by Pikkarainen et al , 10 as we believed that as their research had been conducted in a developing country, the attributes would be relevant to India as well.
According to TAM, the acceptance of technology is dependent on its utility to the user, and consumers may be willing to learn new systems if it promises them additional benefi ts. 10
Hypothesis 1:
The personality traits of the individuals would have positive relationship with their perceptions about online banking attributes of perceived ease of use, security and privacy, perceived usefulness, amount of information and perceived enjoyment.
The acceptance of online banking would vary with consumer age groups. Different age groups of consumers would exhibit diverse attitudes towards adoption of innovations and online banking. 14, 45, 80, 81 The younger generation is more receptive towards new technology and is willing to adopt it in their lifestyle. The younger consumers value the ' convenience ' attribute of online banking. 59 Research suggests that a typical user of online banking services can be identifi ed as one familiar with Internet services, accustomed to using computers, educated, young and having a positive attitude towards technology. 9, 14, 15, 17, 18, 82 Hypothesis 2: Different age segments of consumers would exhibit different perceptions about online banking attributes.
Hypothesis 3: Different consumer personalities would give preference to different attributes of online banking.
RESEARCH METHODOLOGY
The research design was exploratory in nature, and random sampling technique was used for data collection. This research study adopted the questionnaire developed by Pikkarainen et al 10 in their research of online banking and the personality dimensions developed by Aaker. 11 The questionnaire comprised two sections; the fi rst section of the questionnaire consisted of the 15 personality trait descriptors developed by Aaker. 11 The second section consisted of 21 constructs on online banking. 10 The consumers were asked to fi ll in a structured questionnaire by indicating their agreement on a 5-point Likert-type scale (1 -strongly agree, 5 -strongly disagree). As most Indians are conversant with English, the questionnaire was administered in English. The consumers were contacted at various banks and were asked whether they used online banking.
Only when the consumers affi rmed that they used online banking were they requested to help us in the research and fi ll the questionnaires. The sample size was kept as 350, but we could only get 323 completed questionnaires for the analysis. The remaining 27 questionnaires were not returned by the respondents.
FINDINGS AND DISCUSSION
Reliability of the scale was ascertained by computing the Cronbach ' s value of the scale items. The Cronbach ' s coeffi cient helps in understanding whether the scale items cohere with each other. 83 Reliability coeffi cients of 0.70 or more are considered as a criterion for internally consistent scale constructs. 84 The Cronbach ' s for the 36 constructs (15 for personality dimensions and 21 for online banking) was 0.927.
The sample consisted of four age groups of consumers ( Table 1 ) .
We followed the factor analysis results of Pikkarainen et al 10 and the constructs were divided according to their research study. A correlation test was run to understand the relationship between the personality dimensions and online banking attributes ( Table 2 ) of perceived ease of use, security and privacy, perceived usefulness, amount of information and perceived enjoyment. There were six total variables under perceived ease of use; under security and privacy there were fi ve variables; under perceived usefulness six; amount of information had two variables; and perceived enjoyment had two variables.
The Correlation results demonstrate that there exists a positive correlation between all the 15 personality factors and the 5 online banking attributes (perceived ease of use, security and privacy, perceived usefulness, amount of information and perceived enjoyment). However, for personality trait of ' Upper Class ' and perceived usefulness, r = 0.105 and P = 0.059, the results show that there is no correlation between these two dimensions. Similarly, for personality trait ' Outdoorsy ' the r = 0.076 for perceived usefulness ( P = 0.175) and r = 0.185 for perceived enjoyment ( P = 0.185), the results are not signifi cant at 0.05 levels.
ANOVA test was administered to understand whether there existed any differences in consumers ' evaluation of online banking based on their age groups ( Table 3 ). We assumed that the younger age segment of consumer would be more receptive towards online banking and willing to use it for fi nancial transactions. The results are given in Table 4 . The differences in consumers ' perceptions are signifi cant in two attributes: perceived ease of use and perceived usefulness.
The ANOVA results posit that on two attributes of online banking, perceived ease of use and perceived usefulness, there were differences among the age groups. A post hoc analysis was conducted to understand in which groups the difference was prominent. The results for perceived ease of use dimension show that P = 0.011 between age groups 20 -30 and 30 -40 years, and was signifi cant at 0.05 levels. Similarly for perceived usefulness the P = 0.034 between 20 -30 years and 40 -50 years and was signifi cant at 0.05 levels. The results show that younger consumers may perceive online banking as easy to use and convenient. This is in line with earlier research, which states that consumer demographic characteristics like age, education and occupation play an important role in adoption of online fi nancial services. 14, 17, 45, 80, 81, 85, 86 Thus, consumers ' use and acceptance of online banking would be affected by demographic factors, 14, 87 and consumers more accustomed to using computer may be comfortable with online banking services. As the younger consumer is more confi dent with technology, their acceptance of technology in fi nancial transactions would differ from the older consumer groups. The multiple regression tests were conducted for the fi ve online banking dimensions in order to understand the signifi cance of online banking dimensions in predicting the behaviour of different personality types. We run fi ve multiple regression analysis tests.
In the fi rst regression analysis, we took ' Perceived ease of use ' attribute as a dependent variable, and studied it as a predictor of behaviour of different personality types. The results are shown in Table 5 . The regression analysis suggests that three personality types are affected by the ' ease of use ' attribute of online banking. The personality types of consumers who are ' Imaginative, Reliable and Intelligent ' can be infl uenced and motivated to try online banking services based on the ease of use it offers. The P -values for Imaginative and Intelligent personality traits are 0.029 and 0.03, respectively, which are signifi cant at 0.05 levels. The P -value for ' Reliable ' personality trait is 0.000, which is signifi cant at 0.01 levels.
In the Regression analysis with ' Security and Privacy ' as dependent variable, there were no personality types that considered it as an important attribute for online banking services ( Table 6 ) .
The Regression analysis test results for ' Perceived usefulness ' show that consumers with personality traits of ' Reliable, Charming, and Wholesome ' are likely to be affected by it. The consumers with these personality traits are likely to look at online banking as convenient and fl exible. The banks can target these kinds of consumers with promotions that ensure them about the usefulness of online banking. The P -value for Reliable personality trait consumers is 0.000, and for Cheerful personality trait it is 0.007, and is signifi cant at 0.01 levels. For Charming personality the P -value is 0.046, which is signifi cant at 0.05 levels ( Table 7 ) .
The consumers who have personality traits of ' Intelligent and Upper Class ' would be most affected by the availability of information on websites about the online banking. The detailed information about product features and service options are likely to motivate them to use online banking. The regression analysis shows that information may be considered an important determinant for people who exhibit traits of being intelligent and of upper class. The P -value is signifi cant at 0.05 levels, P = 0.018 and P = 0.033 for Intelligent and Upper Class, respectively ( Table 8 ) .
The multiple regression test results for ' perceived enjoyment ' dimension of online banking show that personality traits of Reliable has a P -value of 0.003, which is signifi cant at 0.01 level; and for Up-to-date and cheerful personality traits, the P -values are 0.012 and 0.025, which are signifi cant at 0.05 level. The results state that people with personality traits of ' Up-to-date, reliable, and cheerful ' are likely to be infl uenced by fun dimensions of online banking. If the enjoyment and fun element of bank websites is improved, there are chances that these types of consumers would use online banking. Our research fi ndings corroborate the earlier research on consumers ' individual differences and adoption of technology. 13,36 -39 Different consumers are infl uenced by different features of online banking, and may be intrinsically motivated to try it for different reasons. More extrovert consumers are likely to take risk with new innovations. Earlier research shows that consumers ' traits of innovativeness can be attributed to their individual characteristics. 15,37,39,42 -44 These traits affect the usage patterns and willingness to adopt online banking. The differences in perceptions and motivations would infl uence consumers ' evaluations regarding the benefi ts of online banking and its role in facilitating transactions.
MANAGEMENT IMPLICATIONS
Selnes and Hansen 88 suggested that technology acts as an enabler in improving the service delivery and facilitating easy interaction with consumers. As online banking is still in the introduction stage in India, banks have to instill confi dence in consumers to motivate them to try the services. Research conducted on the adoption of online banking in other developing countries recommends that awareness towards online banking infl uences consumers ' acceptance and use of the services. 15, 17, 18, 44, 68 The consumers ' attitude towards online banking is not only governed by environmental issues, but also psychological attributes. The differences in personality of the consumers may motivate or demotivate them to try new services. In order to tackle the individual differences, customized services can be provided by the banks, and consumers ' fears need to be handled in a compassionate manner. The website features of interactivity, easy navigability and availability of information are important dimensions affecting online banking usage. The banks must address these issues with respect to consumers ' individual differences, so that consumers feel comfortable with bank websites. In India, online banking presents potential opportunities as telecommunications and Internet penetration is increasing and costs are becoming affordable for consumers. If the service levels are improved and consumers ' individual priorities are given importance, online banking adaptation would improve.
LIMITATIONS AND FUTURE RESEARCH
The sample consisted of more than 86 per cent of the respondents aged between 20 and 30 years. As our objective was to study Indian consumers using online banking, we only selected respondents who were using online banking. It was found that people who were using online banking were between age groups of 20 -40 years, and the older people were not availing the online banking services. We could only contact very few people in the age groups of 40 years and above who were using online banking. Thus, other than the personality dimensions, we feel that age of the consumers also plays a signifi cant role in adoption of online banking. 14, 17, 18 If the sample had various age groups equally represented we believe our results may have been different. There is large representation of younger generation in the sample, which makes it biased.
The results show that Indian consumers do not segregate the various functionalities of online banking into different attributes. A future research can attempt to understand the online banking attributes most important to them. It may relate to understanding the features of the websites on banks and the dimensions most important to them. It may relate to the features like information search, navigability, hyperlinks and instructions and help available to the consumers. A comparison can also be done regarding websites of public and private sector banks. The personality dimensions of the consumers can be applied to study which type of online banking website features like interactivity, navigability, playfulness, information availability and animation appeal to which type of consumers. This may also relate to the concept that consumers feel assured with the banking services that are attuned to their personality traits.
